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MARKETING ACCOUNTING SERVICES IN A CHANGING ENVIRONMENT
While attending a Rotary Club meeting three years 
ago, I noticed that the membership was comprised 
of a large number of people sixty years of age or 
more, a few in the forty-to-fifty age bracket, and a 
significant number about thirty years old. Having 
just relinquished my accounting responsibilities to 
devote time to the firm’s marketing program, I was 
searching for a basic marketing strategy and 
reflected on what I had seen.
Later, as I researched, I found that what I had seen 
at the Rotary Club mirrored the demographic situa­
tion in our society as a whole. There is a large group 
of retirees, a missing generation, and a very large 
group commonly referred to as "baby boomers.” 
This last group now ranges in age from about 
twenty-eight to forty-two, and by some estimates 
makes up over 27 percent of the nations population 
and holds 50 percent of all new jobs created since 
1970. The large number of women of this generation 
in the workforce is a factor in this last statistic.
People are usually at their most productive 
between the ages of thirty-five and fifty because by 
then, they possess the right combination of energy, 
experience, and willingness to take risks. These 
attributes contribute to a dynamic society. The baby 
boomers are just entering this age group, and this 
indicates the potential for significant economic 
growth in the years ahead.
The nature of a persons career often changes at 
about the age of thirty-five. The early years are usu­
ally spent honing technical skills—the “art of what 
you know.” Then, at about thirty-five, the emphasis 
changes to managing staff, client contact, and 
attracting new business—the "art of who you know. ” 
This is particularly true of the accounting profes­
sion.
Thirty-five is also the age at which many people 
enter into senior management positions, start their 
own businesses, begin serious family financial plan­
ning, and select their CPA—in effect, obtaining posi­
tions and making decisions that can have an impact 
for the next thirty years. This period of adjustment 
and selection is only temporary, but it provides 
CPAs who have an understanding of the genera­
tional shift with a unique opportunity to market 
their services.
The new industries
The depression generation learned its work as 
apprentices and became journeymen on the shop 
floor and at the job site. The types of businesses this 
generation built tended to be in the traditional 
industries in which people learned their trades, 
such as mining, manufacturing, and construction.
The baby-boom generation, on the other hand, is 
the "professional" generation that earned college 
degrees in such disciplines as engineering, science, 
medicine, accounting, and finance. The businesses 
these people are building are in the services for 
which they were trained: accounting, banking, 
healthcare, law, government, and what is generally 
known as "high technology”. All are growth indus­
tries. Government may not seem a natural fit, but 
keep in mind that, unlike their parents who were 
concerned with economic prosperity, the baby 
boomers are concerned more with quality of life—
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clean air and water, more parks, better city ser­
vices—all of which are provided by government. 
The question is not whether to have these services 
but how to pay for them. Efficiency in government 
will be a primary concern and a primary oppor­
tunity for accounting firms.
The squeezed and the blocked
The low birthrate during the 1930s and 1940s 
resulted in a “lost generation.” At first thought lucky 
because economic and labor conditions tended to 
favor them, this relatively small group of people is 
now being squeezed by the baby boomers—people 
they often find it difficult to communicate and deal 
with as customers (the market) and as employees 
(management).
Those bom after the baby-boom generation—peo­
ple now in their teens and early twenties—will find 
their progress blocked by the larger group that pre­
ceded them. And since the baby boomers are attain­
ing responsible positions at an early age, they are 
likely to hold these positions for the next thirty to 
forty years.
As old industries decline and new ones emerge, 
firms must decide how their client base will be 
comprised in the years ahead. If you take the lead in 
developing a clientele among emerging industries 
in your community, you can ride the crest of this new 
wave. Not only will it take professional and tech­
nical skills to serve these industries, though. You 
will need contacts and an awareness of the environ­
ment in which the people running these firms—the 
baby boomers—operate.
The baby-boom generation
The children of children who grew up during the 
depression and World War II, the baby boomers are, 
in many ways, the exact opposite of their parents. 
Conditions during the 1930s and 1940s instilled in 
the parents values such as life-long loyalty, team 
commitment, and fighting for a common cause, and 
made this generation security conscious. These par­
ents made sure that their children never experi­
enced hard times, such as they had. They pampered 
them.
(Continued on page 4)
Records Retention—
How Long Must We Keep Them?
Organizing, filing, and retaining old records is a 
burden for many businesses. Records should be pre­
served only as long as they serve a useful purpose, or 
until all legal requirements are met. To keep files 
manageable, it is a good idea to develop a schedule 
so that at the end of a specified retention period, 
certain records are destroyed.
You can use the checklist on page 3 as a guide to a 
record retention program. The checklist dictates the 
timetable for transferring records from active files 
to inactive storage and ultimate destruction.
In addition, don’t overlook the possibility that 
there may be more than one copy of a record, such as 
a central-file copy and a department copy. Thus, be 
sure that your record retention program contains 
storage and disposal instructions for multiple cop­
ies, including non-paper media such as film, micro­
film, carbon paper, and carbon ribbons.
This checklist takes into account most of the over 
900 federal and state regulations. State statutes on 
tax and payroll records vary widely, however. You 
should check with the tax commissioner of the 
states in which you conduct business for further 
details. The normal statute of limitations on federal 
returns is three years. Under some circumstances it 
is six years. If you fail to file a return, the statute of 
limitations does not close. There may be additional 
legal considerations, and its advisable to consult 
local counsel before a retention program is put into 
effect.
The checklist is an attempt to cover basic items 
applicable to many small businesses. You might 
also find the 1986 edition of Guide to Record Reten­
tion Requirements in the Code of Federal Regulations 
helpful. Published by the Office of the Federal Regis­
ter, National Archives and Records Administration, 
this is an instant reference to what records must be 
kept, by whom, and for how long. Copies may be 
purchased for $10 each from the Superintendent of 
Documents, U.S. Government Printing Office, 
Washington, D.C. 20402-9325. □
—by Ronald C. Russell, CPA 
Springfield, Ohio
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Accident reports/claims (settled cases) .... 7 years
Accounts payable ledgers and schedules ... 7 years
Accounts receivable ledgers and 
schedules .............................................. 7 years
Audit reports ..........................................Permanently
Bank reconciliations.........................................2 years
Bank statements ......................................... 3 years
Capital stock and bond records: ledgers, 
transfer registers, stubs showing 
issues, record of interest coupons, 
options, etc.........................................Permanently
Cash books ...............................................Permanently
Charts of accounts .................................. Permanently
Checks (canceled—see exception 
below)....................................................7 years
Checks (canceled for important 
payments, i.e. taxes, purchases of 
property, special contracts, etc. 
Checks should be filed with the papers 
pertaining to the underlying 
transaction.).................................... Permanently
Contracts, mortgages, notes, and leases 
(expired)............................................... 7 years
(still in effect) .....................................Permanently
Correspondence (general) .......................... 2 years
Correspondence (legal and important 
matters only) ...................................Permanently
Correspondence (routine) with 
customers and/or vendors.................... 2 years
Deeds, mortgages, and bills of sale.......Permanently
Depreciation schedules..........................Permanently
Duplicate deposit slips................................. 2 years
Employment applications............................ 3 years
Expense analyses/expense distribution 
schedules............................................... 7 years
Financial statements (year-end, other 
optional)..........................................Permanently
Garnishments...............................................7 years
General/private ledgers, year-end trial 
balance ............................................Permanently
Insurance policies (expired)........................3 years
Insurance records, current accident 
reports, claims, policies, etc............ Permanently
Internal audit reports (longer retention 
periods may be desirable).................... 3 years
Internal reports (miscellaneous).................3 years
Inventories of products, materials, and 
supplies ................................................ 7 years




Magnetic tape and tab cards........................ 1 year
Minute books of directors, stockholders, 
bylaws, and charter.........................Permanently
Notes receivable ledgers and schedules ... 7 years 
Option records (expired) ...............  7 years
Patents and related papers ................... Permanently
Payroll records and summaries...................7 years
Personnel files (terminated) ........................7 years
Petty cash vouchers .................................... 3 years
Physical inventory tags ...............................3 years
Plant cost ledgers ........................................7 years
Property appraisals by outside
appraisers............................................Permanently
Property records, including costs, 
depreciation reserves, year-end trial 
balances, depreciation schedules, 
blueprints, and plans ..................... Permanently
Purchase orders (except purchasing 
department copy) ...................................1 year
Purchase orders (purchasing 
department copy) .................................7 years
Receiving sheets .......................................... 1 year
Retirement and pension records ...........Permanently 
Requisitions................................................. 1 year
Sales commission reports................................ 3 years
Sales records..................................................... 7 years
Scrap and salvage records (inventories, 
sales, etc.) .............................................7 years
Stenographers notebooks............................ 1 year
Stock and bond certificates (canceled) .... 7 years 
Stockroom withdrawal forms ..................... 1 year
Subsidiary ledgers ......................................7 years
Tax returns and worksheets, revenue 
agents reports, and other documents 
relating to determination of income 
tax liability .....................................Permanently
Time books/cards ........................................7 years
Trademark registrations and 
copyrights......................................... Permanently
Training manuals....................................Permanently
Union agreements .................................. Permanently
Voucher register and schedules...................7 years
Vouchers for payments to vendors, 
employees, etc. (includes allowances 
and reimbursement of employees, 
officers, etc., for travel and 
entertainment expenses)..................... 7 years
Withholding tax statements.......................7 years
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Marketing Accounting Services (continued from page 2)
In 1963, when the median age of the baby boomers 
was thirteen, the business community recognized 
the huge buying power of this groups allowances. 
Advertisers geared their messages to this audience 
with slogans such as MacDonalds “We do it all for 
you." These were messages that flattered the baby 
boomers and made them feel important.
In the late 1960s and early 1970s, the baby-boom 
generation reached adulthood and entered the work 
force. As economic conditions changed and employ­
ers needed workers with the skills this group pos­
sessed, they also began pampering them by offering 
improved pay scales, work rules, and benefit pack­
ages. Again, this is true of the accounting profession.
Now, the median age of the baby boomers is 
thirty-five, and, as mentioned before, they are in 
positions where they make decisions. These are the 
people to whom CPA firms will have to direct their 
marketing efforts. Let's see what effect this constant 
attention has had on this generation, and what types 
of marketing approaches work best.
How, then, to market?
As a group, baby boomers are used to being pam­
pered and flattered, and to receiving rather than 
giving. Such treatment tends to promote egotism 
and self-centeredness. Having only known good 
times, baby boomers are also risk takers. They are, 
after all, psychologically playing with house money. 
And, because it is a large group, baby boomers have 
always had to compete among themselves, so they 
are aggressive. They are comfortable with people 
like that.
We in the accounting profession, on the other 
hand, are generally not used to dealing with people 
like this. These characteristics are the complete 
antithesis of the traditional accounting culture. 
Nevertheless, if we are to market our services to this 
group, we must mirror these traits to some degree.
The baby-boom generation tends to be impatient, 
expects instant gratification (buy now, pay later) 
and, having grown up with television, is oriented 
toward visual messages rather than written ones. 
Again, these traits are the opposite of our traditional 
ones.
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Some examples of how understanding the baby 
boomers and knowing how to market to them can 
turn around failing corporations can be found in the 
auto industry.
In 1964, Lee lacocca, then at Ford Motor Company, 
pitched them the Mustang. The high schoolers and 
their parents bought the car in such huge numbers 
that they revived the struggling firm. Later, at 
Chrysler Corporation, Mr. Iacocca successfully sold 
the baby boomers the K-Car and is still selling them 
the Mini-van. Ford Motor Company has also seen a 
dramatic improvement in its fortunes recently by 
aiming its Taurus model at this market.
Another example of how potent this market is, 
and how, if you can differentiate yourself from your 
competition you can penetrate it, is shown by the 
long-running Pepsi versus Coca Cola battle. In this, 
Pepsi successfully increased its market share by tar­
geting the “Pepsi Generation.”
What to Do
The lesson to be learned by CPAs who wish to mar­
ket to this group is: Keep the message short and 
make extensive use of graphics.
So briefly,
□ Make high-quality presentations. They should be 
in good taste, well thought out, and have no rough 
edges.
□ Develop a network of contacts. Get the baby 
boomers in your firm to contact the business peo­
ple of their generation in your target markets.
□ Remember their traits. Keep the baby boomers 
characteristics in mind when developing your 
marketing program, and remember that many of 
them are women.
□ Involve them in your firm. The “lost generation” 
might find the baby-boom generation different 
and difficult to deal with, but the younger genera­
tion is aggressive and gets results.
□ Make your messages more visual. Use graphics, 
charts, and colors.
CPA firms have a unique opportunity to gain com­
petitive advantages by focusing on the baby-boom 
generation and by challenging the same generation 
within the firm to lead the effort. It is an oppor­
tunity that won’t be repeated until the next genera­
tional shift—some thirty years from now. □





Editor’s note: Successful baby boomers are turning 
increasingly to financial planners for advice. See the 
survey report on page 7.
Communications up and down 
the Organization
Accounting is a business. This seems to be widely 
recognized and accepted today. The purpose of busi­
ness is to solve the problems (needs) of customers 
(clients), and the objective of business is to make 
money. Business must meet its objectives if it is to 
continue.
Accounting is also a people business. Many types 
of people—partners, staff, clients, third parties— 
must be dealt with effectively on a daily basis. Good 
communication, then, is a most valuable asset in an 
accounting firm. Often, the flow of information can 
be facilitated if there is one person to make sure it is 
disseminated properly.
In many firms today, the firm administrator is 
looked upon as the coach of a great team. In these 
firms, it is the administrators responsibility to see 
that all the players, up and down the firm, are in 
agreement with one another, and, specifically, that 
they are playing the same game. The firm won’t be 
successful and the people in it won’t progress if not. 
This is an important responsibility, one that the 
administrator is in a good position to assume 
because he or she has but one client—the firm itself.
The administrator must balance the needs of part­
ners, management, and staff. All of these people 
have different needs and personalities, and, in many 
instances, the administrator is the only person with 
easy access to all the players. (Many of these issues 
will be covered at the AICPA Firm Administrators 
Conferences. See page 7 for the dates.)
Running a CPA firm is basically simple. It is 
rather like retailing, in which you buy in bulk and 
sell piecemeal. In accounting, you hire people for 
their total skills, inventory them, and sell these 
skills one engagement at a time. Once you under­
stand the principle, it is putting it into action that 
becomes important. This is where communication 
comes into play, and where the administrator starts 
coaching.
To be effective, the administrator must
□ Know where the firm is headed. (Be familiar 
with its mission statement, goals, objectives, and 
budget.)
□ Know the players. (What’s today’s lineup?)
□ Be sure everyone knows his assignment. (What’s 
the play? Let’s huddle.)
□ Have open lines for feedback. (This means two 
ways: Talk and listen. The post-game talk is help­
ful.)
□ Remember that people like to know they are 
part of the team. (Someone in the firm has to tell 
them that they are.)
(Continued on page 8)
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Only Accountants Understand 
Small Business
A recent survey conducted by Cicco and Associates, 
Inc., of Murrysville, Pennsylvania, of 203 members 
of its National Small Business Attitudes Research 
Panel, shows that among fourteen major U.S. 
Source: CICCO and ASSOCIATES, Inc. Murrysville, PA 15668
institutions and businesses, only accounting is rated 
better than "adequate" in understanding small busi­
nesses’ needs.
John A. Cicco, Jr., president of the consulting firm, 
says that the differences between small business and 
larger corporate structures are not just a function of 
size. Their objectivity, management styles, decision-
making processes, and 
attitudes are quite dif­
ferent, and, naturally, their 
needs are too.
The panel members rep­
resent a cross section of 
U.S. small businesses. 
Thirty-one percent are 
owned by women; 50 per­
cent employ fewer than 20 
people; 40 percent employ 
21 to 100 workers; and 10 
percent have 101 to 500 
employees. Thirty-eight 
percent are involved in ser­
vice operations; 27 percent 
in manufacturing; 18 per­
cent in retailing; and 17 
percent in various other 
businesses. □
Letter to the Editor (Personnel 
Management)
I think Robert K. Whipples article on personnel 
management, "The Stairway to the Stars," that 
appeared in the July issue, is important, infor­
mative, and encouraging. I disagree on one point, 
however. Mr. Whipple writes, “We prefer to recruit 
on campus because we want people who will fit our 
firm image and philosophy, rather than people who 
have already been trained in the ways of other 
firms.”
This policy effectively locks out experienced peo­
ple who have had to relocate to other cities, people 
returning to the job market after a period of 
absence, and people returning to public accounting 
after a stint in private accounting. It also eliminates 
those who seek an image, a philosophy or perhaps 
some training that is not available at their current 
or former firms.
In these times of increased specialization, it is 
possible that someone with several years’ experience 
in a certain area of practice may have spent far less 
time in another area, and not have become steeped 
in the firm’s way of performing that service. It is also 
conceivable that an accountant may have been 
assigned to work, say, on governmental auditing, 
when he or she would have preferred small-business 
engagements.
Given the uncertainties and costs associated with 
hiring and training people who are promotable and 
who fit into the firm’s long-range plans, it would 
seem that a policy that eliminated such profession­
als from future job opportunities, except in special 
situations, would unnecessarily deprive the firm of 
demonstrated talent and experience. Most often, 
that experience would include maturity, judgment, 
and an enhanced perspective of the realities of life at 
a CPA firm. □
—Barbara C. Scian, CPA 
Colorado Springs, Colorado
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A Look at the Wealthy
According to a study conducted earlier this year for 
CIGNA Individual Financial Services Co. by Louis 
Harris and Associates, more and more of the youn­
ger, affluent people in this country are turning to 
financial planners for advice and financial manage­
ment. Thirty-seven percent of the under-45 group 
and 35 percent of those in the 45-to-54 age bracket 
say they used the services of a financial planner last 
year. Only 22 percent of the wealthy older than 54 
report using a financial planner, however. The study 
shows this older sector's favorite financial advisers 
to be certified public accountants, stock brokers, 
and attorneys.
In 47 percent of upper-affluent households, either 
the main income producer or a spouse is self­
employed or a business owner. Thirty-one percent of 
that entrepreneurial group have $1 million or more 
in net assets.
Entrepreneurs and the self-employed usually rely 
on a variety of professional help in their personal 
investing, retirement and pension planning, and in 
running their businesses. Nearly 70 percent turn to 
a CPA for advice. Stockbrokers at 48 percent and 
attorneys at 46 percent are a distant second and
AICPA Firm Administrators 
Conferences Reminder
Managing a CPA firm today means more than 
just handling day-to-day operations. It means 
guiding your firm through a highly competi­
tive, rapidly changing environment. Effective 
administration is essential, and, in the past few 
years, the role of the professional CPA firm 
administrator has become increasingly 
dynamic.
This year, the conferences will cover issues 
such as the administrators role in marketing, 
the special problems administrators face at 
both larger and smaller firms, and a partners 
responsibility in creating a firm admin­
istrators position. Other sessions will deal 
with computerization and telecommunica­
tions opportunities, responding to change, and 
the pros and cons of placing the firm admin­
istrator in a chargeable role.
The conferences will be held on
□ November 16-17 at the Hyatt Regency 
Hotel, Cambridge, Massachusetts.
□ December 10-11 at Le Meridien Hotel, New 
Orleans, Louisiana.
For further information, contact the AICPA 
meetings department: (212) 575-6451.
CPA EXAM 
GRADERS NEEDED
Per diem rate paid 
to CPAs and JDs available 
3 or more days per week, 
excluding Sunday, 
during the approximate period
November 21 to December 30
For additional information and 
an application write to:
Examinations Division 
AICPA
1211 Avenue of the Americas 
New York, NY 10036
third. Other advisers to the independently suc­
cessful are financial planners (34 percent), insur­
ance agents (29 percent), and bankers (23 percent).
At the time of the survey, real estate was the most 
often named investment held during the previous 
year, and the vehicle in which the upper affluent 
intended to invest during the following twelve 
months. Seventy-nine percent had real estate hold­
ings, 76 percent had a common and preferred stock 
portfolio, and 71 percent held money market funds. 
Thirty-four percent planned to increase their real 
estate equity, and 32 percent planned to boost their 
stock holdings. The independently successful are 
slightly more likely than the group as a whole to 
invest in real estate. At the time the survey was 
conducted, 86 percent reported holding real estate 
during the past year.
Forty-nine percent of the group thinks that being 
able to borrow relatively large amounts of money on 
favorable terms is important to pursuing their 
financial goals. Seventy-five percent are willing to 
take calculated risks to see a real return on their 
capital. Few have speculated in riskier vehicles such 
as commodities and “junk" bonds, however.
The survey revealed a strong work ethic and an 
optimistic “Can do” attitude. Forty-eight percent of 
the successful group (and 52 percent of business 
owners) expected their personal economic pros­
pects to improve during the year. Forty-one percent 
think that working past normal retirement age is 
important. □
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Communications (continued from page 5)
□ Let people know what is expected, how they are 
doing, and how the team is doing. (What kind of 
scoreboard do you have?)
If we understand that people do matter and that 
communication among all people involved in 
accounting is necessary, that it is an art that can be 
improved, and that some people are better at it than 
others, then communication in accounting firms 
will be given the attention it deserves.
Everyone must be kept informed. New staff, par­
ticularly, must be oriented and told what is expected 
of them. Staff members must also be trained, told 
how they are doing, be allowed to make mistakes, 
and know that others have made mistakes, too.
Assuming that the administrator operates at a 
sufficiently high management level, carries 
authority, commands respect, and has the requisite 
skills to effectively manage the internal operations 
of the firm, then what is left? In what ways can he or 
she be even more valuable to a firm? Here are a few 
items to consider:
□ Understand the CPA profession. Know the busi­
ness of accounting. Management conferences and 
discussions with more experienced people will 
help in this regard.
□ Know the direction of your own “client” firm. 
Having open dialogue with the partners and other 
members of the team on an ongoing basis will be 
useful here.
□ Know the total team of personnel. Organiza­
tional charts and many one-on-one meetings can 
help. No firm is stronger than its weakest link.
□ Let people know what is expected and how they 
are doing. It is reasonable to assume that all the 
players want to be part of a winning team.
□ Pay as much attention to communication skills 
as to technical skills. The reason: We are a busi­
ness of and about people.
If the administrator carries out these functions 
well, and with the sensitivity of a facilitator rather 
than the style of a dictator, the firm will benefit from 
the improved flow of information. More than that, 
the firm administrator won’t be placed in the role of 
an adversary, but will be recognized as the helpful 
coach of a successful team. □
—by Morrey Shifman, CPA
Springfield, Ohio
American Institute of Certified Public Accountants, Inc.
1211 Avenue of the Americas
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